The purpose of this paper was to determine the need for a marketing strategy on the part of small craft producers in South Africa. Existing literature on marketing planning and the local craft industry was used to prove that craft producers need marketing strategy planning to overcome the market access challenges they currently experience. Craft producers lack access to the market and need to formulate appropriate marketing strategies in order to overcome this obstacle. A marketing strategy impacts positively on business sales and the profitability of a business, and is the backbone of any enterprise, regardless of size. However, craft producers need an understanding of the market for them to formulate an effective and efficient marketing strategy.
integrated (for competitive advantage) and tailored to meet customers' needs. It determines how an enterprise plans to compete against its major rivals and involves determining the competitive advantages which may arise as a result of the enterprise's ability to perform better than its competitors in certain areas. For example, an enterprise might perform better on product quality, distribution or cost cutting (Venter & Janse van Rensburg, 2009 ). Usually, the marketing strategy is documented in a marketing plan, which guides the day-to-day running of operational marketing activities. Such plans allow enterprises, such as craft producers, to continuously evaluate the delivery of value in each market segment, and to determine whether such delivery is in line with their proposed value propositions and marketing objectives, as well as the expectations of customers (Venter & Janse van Rensburg, 2009) . Large businesses are more likely to have a formal marketing plan than smaller businesses (Coviello, Brodie & Munro, 2000) . However, small businesses are not exempted from doing marketing planning, since such planning has an impact on the sales and profit of the business (Sengupta & Chattopadhyay, 2006) .
Owing to the intensity of competition and changing market and customer requirements, businesses need to adapt their marketing activities to reflect these changes. Awan and Hashmi (2014) observe that businesses compete in an environment that is global in nature and scope, information-rich and knowledge-based -factors which continue to influence the way they operate. This requires that businesses adapt their marketing strategy in response to changes in the marketing environment.
Market segmentation is a process by which a market is divided into distinct subsets (segments) of customers with similar needs and characteristics (Lamb et al., 2011:178) . These distinct needs and characteristics result in customers responding positively to a particular product offering and marketing mix strategy. Businesses are increasingly under pressure to improve their understanding of customers and their needs, because different customers have different needs, which also change from time to time (Cravens & Piercy, 2009:83) . Businesses must therefore determine not only the segments, but also the number of segments they choose to pursue.
Businesses make decisions on the products they intend to offer, the breadth or diversity of the product lines, the level of technical sophistication and the target level of product quality, relative to that of their competitors (Walker et al., 2008) . Such decisions involve deciding on matters such as branding, packaging, product development/improvements and service-level decisions (Alsen, 2007) . These decisions are closely linked to their analysis of the market and their market selection, which require environmental analysis prior to a decision being made (Hutt & Speh, 2007) .
Marketing communication is another element of the marketing strategy which requires that craft producers understand how they will communicate information about their products and businesses to the market. Unless customers know about the craft producers' existence and the products they carry, they will not buy their products. Marketing communication is a means by which a business attempts to inform, persuade and remind consumers, directly or indirectly, about the products and brands they sell (Keller, 2009:141) . The elements of a marketing communication strategy include advertising, sales promotion, public relations, personal selling, exhibitions, telemarketing and direct marketing tools (Dwyer & Tanner, 2009:296, 316-317) .
The craft industry is characterised by the low demand for goods, as a result of the low purchasing power of its customers. Craft producers therefore need to price their products such that consumers can afford them, while at the same time producing products that are of good quality. Price is a key determinant of performance, since it has the biggest impact on the amount of profit a business makes. Businesses must thus determine appropriate prices, if they are to attract more customers and retain existing ones (Sije & Oloko, 2013) .
Businesses make decisions on how their product(s) will be made available to a chosen target market, and when, where and for how long such products will be made available. Channels of distribution help craft producers make the right product at the right time, at the right place, while satisfying customer requirements (Hilletofth, 2009) . Craft producers must make a choice regarding which distribution channels will be most effective in getting their products and services to the market, while taking into consideration their competitors, their market position and the specific situation of their target segment (Urbańska, 2016) . They also need to consider the price of competitors' products when pricing, since this affects the demand of products and services, which in turn determines whether craft producers will generate a profit (Obigbemi, 2010) . Rijgut (2012) reports that SMEs consider product, price, place and promotion as part of their marketing strategies to succeed in the market. SMEs use quality goods and services, work to understand customers' expectations and employ successful communication strategies as part of their marketing strategies. A study by Pangemanan and Walukov (2018) found that SMEs lag behind in terms of promotion, product quality, price, product diversification, training on product design, management and economies of scale. Their study recommends that SMEs develop marketing networks, improve design and product quality, do promotion and cost control, and undertake product diversification -all of which requires that owner-managers receive training in these areas.
Marketing strategies in SMEs
According to Finoti, Didonet, Toaldo and Martins (2017) , the formulation of marketing strategies influences the impact of innovativeness on an SME's performance. This implies that SMEs that implement successful marketing strategies will become more innovative which, in turn, will influence their performance. Since the product quality strategy has an impact on the profitability and increased market share of SMEs, such entities must invest in product quality to enhance their profitability (Ebitu, 2016) . SMEs need to enhance their brands, since branding plays an important role in public perception (Barbu, Ogarca, & Barbu 2010) . According to Razeghi, Roosta, Alemtabriz and Gharache (2014) , "corporate brand building can bring SME differentiation and consistency of image with reality, if SMEs focus on market and innovation in the market, identify the distinctive characteristics of their corporate brand, and assure the consistency and alignment of brand message through comprehensive institutionalization activities". Čorak and Šnajder (2016) argue that SMEs need internet marketing to successfully compete in the market and could use various online platforms to promote the use of the internet (e.g., banners, sponsor relations and editor comments). Most SMEs were found to use traditional forms of marketing to reach potential customers and entrench their brands, instead of using modern technology (in marketing their products and services) which is effective and less costly to use (Dzisi & Ofosu, 2014) . SMEs need the right mix of media to create the best communication/marketing strategy for the company to sell its products successfully, since there is a strong correlation between marketing strategies and performance in terms of growth in revenue (Ardjouman & Asma, 2015) . SMEs also focus less on marketing planning (Izvercian et al., 2016) .
As previously defined by Walker, Mullins and Larréché (2008) and McCarthy and Perreault (1999) , a marketing strategy should specify the target market for a product/product line and formulate an integrated, appealing and effective marketing mix which targets the intended consumer.
Research methodology
This research used conceptual analysis as principal qualitative research technique (Cronin, Ryan & Coughlan, 2008) . Conceptual analysis is the "building block of theory and represents the points around which research is conducted" (Bryman et al., 2014) . To ensure a critical analysis and the identification of themes and subthemes, McCarthy and Perreault's (1999) and Walker et al's (2008) interpretations of marketing strategy were used. The themes and sub-themes were identified through a literature review, to answer the following research question (Boghossian 2011) :
Which marketing strategies can be used to close the market access gap facing craft producers in South Africa? To address the above research question, the author will propose marketing strategies aimed at enhancing the marketing of craft products, and thus closing the market access gap that exists in the industry. Whilst craft producers produce unique products, it is important that these products meet the needs of the target market. This implies that craft producers must identify a target market, determine its needs, and then produce products that match those needs. Furthermore, craft producers should determine which prices, marketing communication platforms and distribution channels are appropriate for their products. Possible strategies are discussed next.
Discussion and recommendations Marketing strategy and craft producers
As mentioned in the previous section, marketing strategy involves deciding who the target market is, and what marketing mix strategy to aim at that target market. This means that craft producers must have a proper plan in place of how they intend to market their products. Such a plan entails detailing who the target market is, as well as the marketing mix strategy that will be aimed at the selected target market. Craft producers often lack access to market information that can enhance their ability to develop competitive advantage, along with effective marketing strategies and plans. Because they lack access to marketing research information, they tend to be unaware of the markets that might experience a demand for their unique offering (Grobler, 2005 , Kaiser & Associates, 2003 , which prevents them from responding to those market needs (Hay, 2008) . Collecting market information is crucial for any business, regardless of size, if it is to formulate competitive marketing strategies.
Parnell, Long and Lester (2015) believe that craft producers need to develop marketing capabilities (e.g., knowledge of customers and competitors) and to be able to measure the effectiveness of their selected marketing strategies. Ebersole's (2014) study indicates that SMEs are more concerned about survival issues, which involve searching for new market segments and attempts to increase the size of their total market. Erdem and Erdem (2011) note that many SMEs apply modern marketing approaches which include reviewing customer complaints, specifying demand variety, monitoring competitors' marketing strategies, creating brand names and being sensitive to customer-focused strategies. Komppula and Reijonen (2006) , in identifying the factors that have an impact on SMEs performance, list the following (in order of importance): customer orientation, price and accessibility, human resources, finance, marketing channels and product. Since most of these factors are marketing related, it goes without saying that marketing is important for the survival of any business.
Target market and positioning
There are various market segments in the craft industry. These include consumers who buy crafts for their own consumption; retailers who purchase for resale; tourists who buy crafts as souvenirs and gifts; and businesses that buy crafts for decorations/gifts. There are also different types of retailers that buy craft products, namely craft stores, small interior and gift stores (including boutique stores), large retailers, speciality retailers and destination retailers. Craft producers need to be careful in selecting the market segments they want to pursue (by considering their capabilities). For example, small craft producers might decide not to target retailers owing to their inability to meet the latter's quantity-related demands. However, the same craft producers may decide to focus on boutique retailers that buy small quantities at a time. Craft producers' ability to select the appropriate market segment will determine their eventual success. For example, retailers are known to demand low prices when buying craft products (Makhitha, 2013) , but some craft producers are unable to satisfy this demand due to a lack of production scale. On the other hand, many consumers prefer products that tell a story, and are beautiful or unique (Craft Council of Ireland, 2001) .
The choice of a specific market segment determines which marketing effort will be directed toward each chosen segment -this is known as target marketing (Craven & Piercy, 2009:185) . Having identified the different market segments that exist in the craft industry, craft producers could then decide which market segment(s) to pursue. One way to achieve this is to match their capabilities with the needs of the selected customer groups. For example, retailers were found to consider the following aspects when selecting which craft producers to buy craft products from: the product is exciting/innovative/interestarousing, shows strong styling and design and is distinctive/unique; the supplier is willing to cooperate with retailers; the product has sales potential; the craft producer's is able to supply products based on customers' demands/requirements; the supplier has capacity and is reliable when it comes to delivery; and the total cost of acquiring the product is reasonable. Studies of tourists' needs found that they look for new, innovative and unique craft products when buying (Kim & Littrell, 2001) . As well as product quality, value for money and lower prices (Makhitha & Bresler, 2011) they also consider product and package size (Gee, 1987) ; the price (Peritz, 1993 , quoted in Yuksel, 2004 and new/different product ranges (Koc, 2005) . Consumers in this country demand low prices when buying crafts, with many treating craft producers as if they are doing them a favour by buying from them (Makhitha, 2013 and .
Craft producers should therefore decide which segment(s) they want to pursue, based on their ability to meet the various needs of the market segments, before positioning their businesses accordingly. Understanding such needs, however, requires a strategic market analysis of customer needs and their behaviour.
Product strategy
Whether a product is a totally new innovation, an update of a familiar item or an imitation of a competitor's product, it needs careful planning and development to ensure that it meets customers' needs and wants, that it has a significant competitive advantage, and is accepted in the marketplace (Brassington & Pettitt, 2007) . There is a tendency among craft producers to produce products that are not specific to any particular target market -they produce generic items instead. The majority of craft products are standardised and similar across producers and retailers, leaving very little to distinguish between items sourced from different suppliers (CCDI, 2008) . It is of the utmost importance that craft producers understand the needs of their target market, so that they do not waste scarce resources on developing products that are unwanted. This can be achieved in different ways, such as by talking to customers, taking new product ideas or samples to discuss with them or by asking customers what they look for in specific products. It is important to understand that different customers emphasise different product attributes when buying. For example, retailers consider product quality first, followed by products that are exciting and attractive, before looking at the styling and design, the product's distinctiveness/uniqueness and its sales potential. Therefore, craft producers must develop products that match the needs of their target market. Kinra (1995:41) found that the product attributes which businesses rated higher are product quality and brand image, and that these attributes could be used successfully to position a business. Craft producers need to develop and produce products of high and consistent quality, to satisfy the needs of consumers, retailers and tourists alike. They might upgrade and maintain product quality by ensuring that they use the right kind of raw material, suitable for a higher-quality end product. They could also exercise regular controls over the production process, thus allowing them to deliver product of a more consistent quality (Dhurup & Makhitha, 2014) . In addition, craft producers could apply strict final quality control measures before sending their offerings to retailers. They might also need to emphasise quality throughout their transactions with retailers, who are often on the lookout for new suppliers, and something new and different. Quality assurance and the provision of consistent product quality are necessary components of product development. Most craft products are perceived as having an inherently low value and quality, due to the status of the enterprise, unless they become defined as craft-art and are placed in museums or galleries (DACST, 1997). Craft producers need to change this perception by designing unique products of consistent quality. They could also certify their products with businesses such as the South African Bureau of Standards (SABS) or Proudly SA, which is important especially when selling to retailers (Makhitha, 2013) .
Developing similar products with different designs and styles might allow craft producers to target different customers with diverse product requirements. This will also enable producers to provide a broader range of products from which retailers can select what is best suited to their respective stores. Some customers want to carry a specific kind of product design. For example, while the Kim Sacks gallery sells various craft products, it also has a large section displaying ceramic products of different kinds, which are highly exclusive and highly priced. The quality of products needs to merit the price which is charged. Retailers such as Makro and PicknPay Hyper, which are large local stores, sell ceramics that are unique and of high quality yet moderately priced, since their target market is largely the middle-class consumer. Tourists, on the other hand, look for small, easy-to-care-for and good-quality products (Makhitha, 2013; Makhitha & Dhurup, 2012) .
It is essential that craft producers develop and update their products from time to time and keep track of changing trends. In addition to updating product quality, craft producers must also update product designs and styles so as to make products look unique. It is important that they avoid copying other producers' ideas, since this limits their ability to offer styles that are unique and can be identified with their business. Product development must be a continuous exercise that ensures that creativity and innovation remain top priorities. Because of the diversity of craft products, producers should take note of any trends affecting the different types of products they produce. For example, the décor retail market is fashion driven and consumers' needs change continuously, while some tourists look for products that reflect the destination area they visited -especially those buying products as souvenirs. Craft producers could ensure that their product designs remain relevant to the traditional, transitional and modern styles, as required by customers: traditional designs are driven by age-old designs, as well as by culture and tradition (Makhitha, 2013) ; modern designs keep up with changes in the preferences and tastes of craft buyers; while transitional styles are a combination of traditional and modern. This requires continuous analysis of the market, to monitor changes in consumer tastes.
Craft producers could test their products in the market before final development, to determine whether customers like their designs. They could also solicit customer information about their product needs, using word of mouth (Obiri, 2002) . Attending training on new product development and design would enable craft producers to understand the processes they need to follow when developing products which, in turn, could reduce the chances of product failure.
Branding could involve the name of the artist (craft producer) being used or featuring on the product. This is important for managing the reputation of the business, since an artist's reputation could be transferred to the products s/he produces. When marketing to international markets, it is useful for craft producers to use the name of the place/country where the product was made. This combines branding with another (more important) criterion, namely 'place of origin' -an important aspect for craft stores. Some craft producers, such as Carrol Boyes, successfully use branding to make their products unique, and command high prices for their branded products. Branding, product identity and originality are very important in distinguishing products from mass-produced equivalents. The use of suitable packaging and appropriate packing materials for certain products, with the name of the company and contact details of the producer on the packaging, can also reflect the branding to create an impression of quality and identify its source/origins.
Attaching a swing tag serves a number of purposes: contact details can be included, so that customers can identify the craft producers and access information about them. Tourists want details on how the product is made and the type of materials used. This information, if written on a swing tag, can be used for marketing purposes, especially for retailers such as destination stores, speciality stores and gift stores targeting tourists. Other information that can be included on a swing tag are that the product is locally manufactured, or that the craft producers adhere to fair trade principles (e.g., paying a fair wage in the local context, offering employees opportunities for advancement, providing equal employment opportunities for all people [particularly the most disadvantaged] and engaging in environmentally sustainable practices). Some regions are so well marketed and well known that craft producers can use the origin of the product as a marketing tool. For example, the CCDI in South Africa has established the Handmade Cape brand, which communicates the origin of the product and can only be used by craft producers in the Western Cape (Makhitha, 2013) .
Marketing communication strategy
As with product strategy, craft producers need to monitor trends and developments affecting their marketing communication strategy. For example, craft producers could adopt the use of social media, which have taken the market by storm and are being used by businesses, large and small. Craft producers could disseminate information on, for instance, includes price changes, product shortages and date(s) of availability, new products, discontinued items, or changes in packaging, labelling, size and promotional activities. They should ensure that product samples and price lists are readily available at all times, upon the customer's request. Product lists and illustrations are useful to customers such as retailers and tourists. When selling new products, craft producers are expected to supply information on the product and its composition, where ingredients were sourced, the development history, other stockists or the retail price changed by competitors -all of which should be readily available (Makhitha, 2013) .
Another opportunity for craft producers lies in disseminating promotional information through the internet, catalogues and trade exhibitions. The internet, while only moderately used by some retailers, can also be a good means of conveying information to retailers and other customers. Craft producers must improve their use of the internet to enhance the image of their business and products. There are many websites (e.g., Buy Africa, Arts Link and SA Arts) that craft producers can approach to market their products. SA Handmade and the CCDI also publicise craft producers on their websites, which is something those producers can take advantage of. Craft producers can also use the internet to develop their own websites (which might prove to be an expensive exercise).
Although retailers do not always make use of exhibitions to find producers, the latter could use such events to increase their business exposure and raise awareness by targeting exhibitions aimed at specific retailers and consumers. Exhibitions provide an opportunity for craft producers to network with their counterparts and to identify the latest trends.
The use of promotional DVDs or CDs will allow craft producers to control how their product is made and can 'tell the story' behind their products. Such promotional items could be distributed at exhibitions or via e-mail.
Pricing strategy
Craft producers need to understand the pricing needs of their customers. This requires them to understand what prices different customer segments are willing to pay. For example, the majority of craft retailers operate from major shopping centres that charge high rentals; this, in turn, influences the prices they are willing to pay for craft products. As craft retailers frequently need to visit remote areas to source products, this necessitates financial layouts for transport, accommodation and delivery. The craft producers' selling price should be determined and included in setting what should be competitive prices. To do this, craft producers could analyse competitor prices and determine whether there are standard prices for equivalent products. These costs change from time to time and will require producers to monitor such changes and to adapt their pricing strategies accordingly.
When setting their prices, craft producers must consider the quality of their products, their uniqueness (i.e., compared to the products of their counterparts), the time spent producing them and the quality of the raw materials. Prices should be comparable to those of other craft producers. Information about the prices other craft producers charge can be obtained by scouting out their competitors' work on display at retail stores, or by visiting competitors' workshops to check on, and evaluate, their prices. Craft producers can ensure that they produce unique products by improving their product designs as and when needed and avoiding copying other producers' designs. As mentioned, tourists seek low prices when buying craft products, therefore craft producers should price their products reasonably when targeting this segment of the market.
Distribution strategy
The distribution of craft products takes place through various channels, including direct sales; craft markets; small retailers/boutiques; wholesalers (which include importers, exporters and agents); national retailers and e-commerce platforms. Direct sales, craft markets and small retailers have been the main forms of retailing in the craft industry for over a decade (DTI, 2005) . Since craft producers lack access to markets, they need to formulate an appropriate distribution strategy that will enhance buyers' access to their products. Some producers sell their products at flea markets and/or from their studio/factory point. Although these locations are effective for certain customer groups like tourists (who especially visit flea markets), retailers and businesses that source from craft producers, they might not be ideal for all consumers to visit. Therefore, craft producers first need to assess their market segment(s) to determine the effectiveness of their existing and planned distribution strategies. Buyers might make use of the internet, emails and/or cellphones to place orders. Should email and cellphones be used to place an order, the craft producers will also have to ensure that they have suitable transportation/service providers to deliver products to buyers (Voortman & Makhitha, 2014) . Although social media platforms are wonderful marketing communication tools, they may also be used to place orders and communicate distribution information to customers (Jones, Borgman & Ulusoy, 2015:625) .
Since craft producers run small businesses, some cannot afford their own transport. Possibilities include making use of third-party transport services or selling products excluding transportation costs (i.e., they buyer bears the cost). It is not advisable for craft producers to produce more stock to store in storerooms/warehouses, unless their products are in high demand. However, where craft producers can identify needs and anticipate the demand for certain products, styles and designs, they could produce more stock to warehouse (Voortman & Makhitha, 2014) , so that they will have enough to supply craft retailers.
If there is a lack of resources, and craft producers find it difficult to supply the required stock in the right quantities, it may be possible for them to produce items during the low season, for selling during the high season. This requires them to study market demands, so that their products remain relevant throughout the year.
Conclusion
A marketing strategy, which is important for any business, regardless of size, involves a business deciding on which target market to pursue, before choosing which marketing mix strategy elements will best suit the intended market. Craft producers could therefore not succeed in the market without having an appropriate marketing strategy in place. This is vital if craft producers are to close the market access gap that currently exists in their industry. To close the gap, craft producers need to study the needs of the market, before deciding on the most appropriate market segments they can successfully pursue. This should be followed by the selection of a marketing mix strategy which addresses the needs of the identified market segments. Craft producers need to appropriately formulate tailor-made product, marketing communication, pricing and distribution strategies. It is particularly important for producers who lack resources to focus their marketing efforts on a clearly defined target market. They need to revisit their marketing strategies, to ensure that they develop the right products at the right price for that specific market. They must also attend training on how to market craft products effectively. Existing government marketing support should thus be strengthened to reach the many craft producers who are currently not benefiting from such services.
It is also necessary for government to establish a craft-related website, where producers can market their goods. This website could be used to list craft producers and their products, as well as their contact details. However, it is essential that government make this service accessible to the majority of crafters and not only a handful, which might be the case if only an online platform is used. If government establishes an electronic newsletter or website targeted mainly at craft retailers, in which different craft producers are listed, it could be useful for identifying specific producers and accessing their contact details. It is imperative that such a marketing vehicle target not only a few but the majority of craft producers, so that as many craft retailers as possible have a chance to showcase their goods to the public.
